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SECTION I. MARKET SUMMARY

Nordic retail chains entered the Estonian retail market in the mid nineties and contributed to the
consolidationof retail outlets. Severa large self-service shopping centerswith fully assorted, ultra-modern
supermarkets and hypermarkets have emerged in the suburbs of Talinn. The year 2001 was agood year
for Estonian trade. Increased income of the population brought about growth of private consumption and
raised demand for processed food products. In 2001, grocery sdestotalled US$ 620 million, of which
food accounted for 78 percent. The remaining 22 percent conssted of acoholic beveragesand tobacco
products. Imported foodsaccounted for nearly 35 percent of thevaue. A 12 percent growthinretail food
trade turnover is projected for 2002. 1n 2001, food was sold in 2,715 food retail outlets, of which 102
were supermarkets. Supermarkets, which now account for a 45 percent share of the food retail sector,
have experienced growth at the expense of small shops and open-air markets, and the concentration of
retall chainsisevident. Competition between smdl groceriesisintense, and the emergence of niche stores
isdeveloping. Therewere 40 retail chains of broadly diverse szes, of which the mgority used their own
suppliessystem. Currently, thefood retall tradeislargely controlled by only ahandful of companies. With
reduced price sengtivity of customers, the share of open-market food sales has been reduced below 20
percent.

Value of retail food sales by sub-sector, 2001

Sub-sector Food Sales ($US Mil) Share, Percent

SupermarketsHypermarkets 310 50
Convenience Stores/Gas Marty Kiosks 198 32
Outdoor markets/I ndependent Groceries 112 18
Totd 620 100

In 2001, the Estonian economy grew 5.4 percent, supported by stable foreign demand for direct exports,
strong domestic demand, and the related growth in investments. Its per capita GDP of US$ 4,050 was
largest among the three Bdltic countries, although severa timeslower than the average among countries of
the European Union. The pricesof goods and servicesrose on average by 5.8 percent. While growth rate
in private consumption was a modest 3.4 percent, investments in the Estonian economy grew by 17.2
percent. Investment demand will continueto increase becausefood sector enterprisesmust gear up to meet
EU qudity requirements. There may be opportunities for U.S. suppliers of inputs to these operations.
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Viewed drategicaly, EStonia is an attractive gateway to larger regiona markets, including the S.
Petersburg region in Northwestern Russia with a population of 44 million, Bdarus with atotd of 10.3
million people, and the aggregate Baltic market with a combined population of dmost 8 million.

Egtonia is quickly moving towards EU membership and is implementing many of the EU’s food sefety,
veterinary and phytosanitary standards. This has, in someinstances, led to impediments of U.S. trade, for
example, sales of beef and pork. Support for hedlthy trade and expanded investment has come from
Estonias WTO accesson in late 1999, and in anticipation of Estonia s accession to the European Union
(EV).

Advantages and Challenges Facing U.S. Products

Advantages Challenges

U.S. products are consider ed safe and of
good quality. The general image of U.S.
products is positive.

L ong-established consumer preference for
domestic fresh products with no additives.

Theretail sector islooking for processed
food imports. Purchasng power of the
population ison therise.

Strong competition on the local market
between domestic producersand increasing
importsfrom EU and FTA partners.

Therestructuring of theretail sector is
introducing larger volume pur chases and
demand for awider variety of products.

U.S. exports are disadvantaged vis-a-vis
products from European Union and FTA
countries because they face higher tariffs
and shipping costs.

The country isviewed as a gateway to
larger marketsin Northwestern Russia,
Ukraine and Belarus.

Estoniaisa comparatively small target
market for US products.

SECTION II. ROAD MAP FOR MARKET ENTRY

Conaumer Prdfile

In 2001, there were 1.36 million peoplein Estonia. Consumption patterns and demand for imported food
products are being positively affected by the increased consumer purchasing power, an increase in the
expatriate community, and the growth of tourism. In 2001, the 3.23 million tourists vigting Estonia
generated revenues of roughly US$ 682 million. Mogt visitorsto Estoniaare Finns (58 percent), followed
by Latvians (14 percent), and Russians (9 percent). Consumer preferences differ significantly among
various income, age and ethnic groups. Preferences for new products are strong among the younger
population, but a sgnificant number of consumers remain a "the tagting leve.”

In 2001, prices of goods and servicesrose on average by 5.8 percent, indicating the recovery of domestic
demand. Of the 700,000 people comprising the workforce, the officia unemployment rate reached 9
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percent. With average per capitaincome still low, the consumption volumes of most food products are
gamdler than the optimum basket necessary for hedthy nutrition. About 30 percent of the population lives
inrura aress, wherefarming provides many householdswith staples. Estoniasrapid economic reform has
led to adigtribution of income, which is skewed towards urban areas. There remainsasgnificant ssgment
of the population, including pensioners, whoseincomelevelsdo not permit much variety infood purchases.

In 2002, the average gross monthly wage totaded US$ 321. Estonians spend approximately 13 percent
of their total food dollar on eating out. Medls prepared a home are preferred to out-of-home dining in
nearly half of thefamilies. Women account for 48 percent of theworkforce and contribute to theincreased
demand for med's consumed away from home. With a large proportion of two-income families, most
Egtonian customers prefer mealsthat are quick to prepare. Therefore, prepared, frozen and convenience
food should be akey focus of US exporters. However, it should be noted that microwaves, refrigerators,
and freezers have much more limited capacity thaninthe U.S. and Western Europe. Thelargeretail chains
have been successful in increasingly capturing saes from farmers: markets by meeting consumer demand
for high-quality fresh productsat competitiveprices. At the sametime, they are providing consumerswith
a greater variety of choices. Consumer concern about the presence of genetically engineered products
does exis to some extent, and there is a growing interest in organic foods. Given the reatively smal
consumer basein Estonia, the emergence of pan-Bdtic food retailerswith centradized distribution schemes
will help to achieve the economies of scale needed to make imports viable.

Entry Strategy

As areault of the fast-developing consolidation process, perhaps the most effective Strategy for U.S.
exporterswould be to connect with parent companies of thefood retal chainsin Europe (mainly in Finland
and Sweden) that are expanding their outlets in the Bdtics. These chains dready have a degree of
familiarity with U.S. products.

Market entry strategies for U.S. food products should include:

1) Market research in order to estimate product opportunities.

2) Advance cdculation of the landed cost of a product in order to make price comparisons
vis-avis compstitors.

3) Locating an experienced distributor or independent reliable agent/dedler with strategic
digribution channels to advise on import duties, sanitary and phytosanitary regulations, and
labelling requirements. 1t is advisable to initiate persona contact in order to discuss
marketing matters such as funding for advertising, dotting alowance,
in-store promotions and tasting events.

Suppliers may aso wish to consider trade fair participation to raise awareness of the product.
4) Explorethe purchasing arrangements of the larger retail chains.
5) Exploretheuseof USDA export credit programs such asthe Supplier Credit Guarantee Program.

U.S. productstraditionaly have lower customer awareness due to fewer promotiona activities than those
of domestic and European competitors. For many product categories, new market entrants will have to
be aggressive to compete with the more established European suppliers, astheir commercid reationships
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have been built up and maintained over the past decade.
Severad congraints have contributed to the small market presence of U.S. food:

-- Trade termsfrom U.S. companies tend to require advance payment of up to two months.

-- An averson to the assumption of exchange rate risks.

--  Minimum quantities offered have often been too large for the smal Estonian market (e.g. full
container shipments).

-- A perception that pergsts among Estonian importersis that landed costs of U.S. products will be
higher compared to European products due to higher transportation costs.

-- A perception that U.S. exporters are smply too far away to service the Estonian market.

Supplier choice may depend on theretail or wholesale company's ownership, because part of the stock
may belong to aforeign investor who may influence decisons.

Didribution

The retall sector is supplied by acombination of loca purchasing, imports through wholesders, and direct
importing by the larger retailerswho either have or plan to build their own distribution centers. Wholesdle
digtributors are moving toward direct deliveries with their own sales force and delivery trucks to service
retail grocery stores and chains, athough cash and carry operations are sill common. For sdes through
agents'wholesders, usualy, one exclusive agent/distributor is gppointed to cover theentire country.  Smdll
and medium-size companiesmaketheir purchases of imported productsthrough importersand wholesders
who haveadirect relationship with foreign suppliers. Estonianimportersrepresent severd different product
lines. Importers may serve a large customer themsalves or work with dedlers. Only a few wholesaers
undertake nation-wide digtribution, and dmost none carries a complete range of products. Large
importers/distributors have separated the distribution business by forming independent logistics centers.
By doing so, they are in a better position to offer logistical support to larger retailers who opt to do their
own purchasing of imported products.

I mport and Inspection Procedures

The Estonian Food Act, effected in January 2000, regulates the production, trade and distribution of food
products, aswell as hedth issues. Since then, certain provisons have been amended in view of EStonia' s
preparations for EU accession. Estoniaismodifying sanitary and phytosanitary sandardsaswell, and some
of these have blocked once-existing U.S. trade, especidly of pork and beef. Estoniaaccepts U.S. poultry
from about 50 plants, which have been gpproved by the Estonian veterinary authorities. Unless the EU
market has re-opened for U.S. poultry products by the time of Estonia's EU accession, U.S. poultry
exports stand to |ose the Estonian market.

Importers of food products and raw foodstuffs should obtain an activity licence for the import for free
creulaion. Thelicenceisissued by the Veterinary and Food Board for up to two years with the declared
objective of ensuring the proper handling of food products and addressing consumer concerns over the
safety of imported foods. Imported food and agricultural products need to be cleared and sedled by the
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border ingpection service to ensure conformity to Estonian legidation.

Food of animd origin requires a gpecid import permit. The importer must file an gpplication for aspecia
permit with the V eterinary and Food Board, providing the licence number, an identification number for the
manufacturer (if required), the planned import quantity, the planned arriva time and point of border entry,
product preservation conditions and the purpose for importing the goods. The importer should be
contacted for specific detalls.

The following required information should gppear on labels of trangport packaging and on accompanying
documents (for packaged foodstuffs at the handling stage prior to sale a retail):

— name of the product, product expiration date and name, address and sedl of the manufacturer or
packer.

Every retail packagerequiresalabe (sticker) in the EStonian language with the name of the product, name
of the producer and importer, origin, metric weight or volume, list of ingredients, storage requirements, use
information, and expiry dateor “best before’ dateindications (Regulation 390, 99, Ministry of Agriculture).
Please consult with the importer regarding specific packaging and labelling requirements.  Regarding
geneticaly engineered ingredients, Estoniawill follow EU regulations, recommendations, and labelling and
certification requirements. As of January 1, 2001, labelling is dready required for foods produced of or
derived from genetically engineered soy and corn.  Productsthat contain or consist of GMOs must adhere
to requirements for deliberate release of GMOs, placing them on the market, and handling permitsissued
by the Veterinary and Food Board. The presence of GMO ingredients should aso be clearly disclosed
on product labels. Before the handling of a Novel Food is commenced, conformity with regulaions is
examined. Based on this assessment, the Veterinary and Food Board issues a handling permit.

Exporters to Estonia should provide product quality assurances. a producers declaration issued by the
manufecturing establishment or a quality certificate.  Conformity assurances/certificates for products
originating in the EU member dtates, Baltic countries, and EFTA countries are recognized autométicaly,
while those issued by authoritiesin other countries are recognized by the Estonian Conformity Assessment
Center through a procedure of product testing and approval. It should be noted, however, that the
Estonian Conformity Assessment Center recogni zes conformity assurancesissued for U.S. food products
marketed in the EU member countries. Itishighly recommended that U.S. product exportsto Estoniamest
European standards.

Goods imported into Estonia must be cleared through the Estonian Customs. Customs authoritiesrequire
the following documentation — a copy of the contract, an invoice, a bill of lading indicating the amount,
weight and vaue of goodsand theorigind certificate of origin (form EUR.1 or form A). Thefollowing fees,
duties and taxes are collected:

A. A processing fee - afee of about US$ 13 is collected per customs declaration.

B. An 18 percent vaue added tax (VAT) islevied ad va orem and collected by Customs authorities upon
clearance of the imported goods at the border unless the cargo is forwarded to a bonded warehouse.
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C. For tobacco products, spirits, acoholic beverages and beer, an excisetax isimposed. The importer,
who has obtained a nationd license for importing tobacco and acohaol products, must buy the excise tax
tags.

D. Packaging tax.

The Egtonian legd system is presently sufficiently developed to have in place both trademark protection
and licenang provisons. Franchisng isincreasangly being used for busness expangon in Etonia

A. Supermarkets and Hyper markets

In 2001, supermarkets and hypermarkets led the food retail sector sales with a 45 percent share,
accounting for US$ 310 million. Continued rapid growth is forecast for this sector as supermarkets and
hypermarkets have become more influentid at the expense of smdl shops and markets, and through
acquigtion, merger and new congruction, theretail tradeis becoming increasingly directed to afew mgor
chains. Severd large sdlf-service shopping centers with supermarkets have emerged in the suburbs of
Tdlinn. Egtonia’s proximity to the Nordic countries has played arole in this development. Four Finnish
companies are present at the Estonian market -- Kesko, Rautakirja, SOK group and Stockmann. In
addition, the Nordic ICA/Ahold and Lithuanian Vilnius Prekyba (VP)chains have established themselves
in the country. Opportunities exist for new-to-market products -- particularly for products marketed
through the developing retal chains.

Profiles of the Largest Chains

Kesko, the leading retail chain in Finland, has moved aggressively into Estonia. Kesko acquired the
Estonian discount chain S&astumarket (Savings Market) in 2001, and operates its own distribution center
in Tdlinn. There are 42 Sé&stumarkets at present, of which 19 are located in Tdlinn and 23 in 19 of the
larger townsin Etonia. It plansto have 50 Saastumarkets operating by the end of the year. Kesko runs
two SuperNetto discount stores in Tdlinn, and one in Tartu. Kesko is building its chain of larger
Citymarket storesin various locationsin Etonia, and opened itsthird Citymarket in Tdlinn at the end of
November. Kesko plansto convert its Super Netto storesinto Citymarketsand withinits Citymarket chain
will consst of two szesformats. In addition to food, the larger format will carry clothes and other
consumables. Kesko holds a 15 percent market share, and is aiming at a 20-25 percent market share of
the total Bdltic grocery trade. It is expected to be the market leader in Estoniaby the 1% quarter of 2003.

RIMI Eesti, isadaughter company of ICA/Ahold Bdltic, (Swedish company with joint Norwegian and

Dutch ownership). Currently, Rimi has 5 stores in Estonia and more are scheduled to be opened.

ICA/Ahold now operates 70 stores in the three Bdtic countries. Although Rimi has established a
digribution center in Riga, Latvia, it will not at present servicethe Estonian market. Rimi plansto establish
adigribution center in EStoniain 2 years after it has opened more stores there.

ETK (the Estonian Central Association of Consumer Societies) is comprised of 27 different consumer-
owned cooperatives. The company owns a chain of 5 Maksmarkets (hypermarkets), 13 Konsum
supermarkets, 25 smaller Edu markets, 5 Astri supermarkets, and the A& O chain of 32 smdll-scae
discount storeswith apallet sdlesformat. ETK holdsa5 percent share of the retail food market turnover,
and a 10 percent of the turnover by super/hypermarkets and chains.
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SEL VER isadomestic chain of 8 shopping centers, owned by the Estonian company TdlinnaKaubamga
This fast-growing chain accounts for a 7 percent overal market share (13 percent of super/hypermarkets
and chain trade), and is planning to open two new SELVER outlets every year.

Prisma isachain owned by the Finnish cooperative SOK (Suomen Osuukaupan K eskuskunta) which now
operates 4 hypermarkets in Tdlinn. The Sikupilli Prisma hypermarket with a 10,000 square meter sales
areq, isreportedly the largest hypermarket in the Baltics. Prisma accounts for a 6 percent market share.
Prisma has been cooperating with ETK through itsbonus card system (rebates) for member customersand
Prisma, in turn, benefited from ETK’ s price agreements with suppliers.

Stockmann, aFinnish company, runsalarge department storelocated in an attractive area.of the Etonian
capital of Talinn. Its supermarket carries awide selection of imported food items. Stockmann is popular
among middle and high income buyers and touriss.

‘R-Kiosk’ hasabout 200 outletsandisthelargest kiosk chain which sellsfoodstuffsa ong with magazines,
newspapers and stationery items.

For anew-to-market exporter, targeting the Estonian food retail sector, itisadvisableto find aprofessona
wholesaler or aloca agent with strategic distribution capabilitieswho is knowl edgeabl e about the Estonian
market and is able to negotiate and implement product introduction and promotion. Food wholesale
companies are cooperating to a large extent because of the tough competition. To stay competitive,
Jungent, Abe Stock and AS Kaupmees created ajoint logistics company called VIA 3L. Smarten, which
isworking together with ETK Hulgi, and Hansatee Hulgi AS, and Kesko Eesti have strong positionsinthe
Egtonianmarket. These companies have devel oped sound logigtics and provide for minimum warehousing
of goods.

Company Profiles

Retailer Name, | Owner/Country | 2001 Number of Location Purchasing
Market Type saes, Outlets (2002) Agent
uSss
Million
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Kesko Food Kesko, Finland | 70 48 Tdlinn, Imports
Eedi (Retall Chains. Parnu, directly and
chan Saastumarket | Kohtla-Jarve | through
operator) chain of 42 wholesders
discounters,
Supernetto
chanof 3
supermarkets,
and 3
hypermarkets
(Citymarkets)
(expanding)
Sdver Tdlinna 35 8 Tdlinn Imports
Kaubamgja, (expanding) directly and
Egtonia through
wholesders
Prisma SOK, Finland N/A 5 Tdlinn Imports
directly and
through
wholesders
ETK Hulgi Estonian Centrd | 80 450 individua | Tdlinn, other | Imports
Association of stores, 5 Estonian directly and
Consumer Maksmarket | townsand through
Societies (ETK) stores, rural aress wholesders
Owned by 13 Konsum
Estonian supermarkets,
Consumers 5Adtri
supermarkets,
25 EDU
supermarkets
32 A&0
disconters.
(Dedining)
Rimi Eedli ICA/Ahold N/A 5 at present Tdlinn Imports
Sweden, (expanding) directly and
Norway, the through
Netherlands wholesders
UNCLASSFIED Foreign Agricultural ServicelUSDA
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Stockmann Stockmann, 30 1 Tdlinn Imports
Fnland directly and
through
wholesders
R-Kiosk Rautakirja, 22 235 Tdlinn, other | Direct,
Fnland Estonian wholesders
towns

B. Independent Groceries, Convenience Stores

Thesestoresare popul ar with customersand offer selectionsof both domestic and imported food products.
Traditiona independent grocery stores are predominantly located in smaler towns

throughout the countryside. However, it istill difficult to distinguish an independent grocery sorefroma
convenience sore. Comptition between the small groceriesis intense, and the emergence

of niche storesis evident. Some independent stores are being converted to convenience stores or
bought out by developing chains. The largest sdles are reported by chain stores. Imported productsare
usudly procured through wholesdlers. This store sector offers opportunity for U.S. food products.

C. GasMarts, Kiosks, and Wet Markets

With the rapid development of supermarkets with easy parking and increased product varieties, the
popularity of gas marts has decreased in Etonia. Kiosks, which were very popular in early 90's, now
account for the lowest market share of the retail food sector. The recent entry of foreign invesiment has
pushed the upgrade and consolidation of kiosks, however. Finnish Rautakirjaisamaor foreign player in
this sector. At present, the company has about 200 kiosks (R-kiosk), which sl food products and soft
drinks adong with newspapers, magazines and Sationery.

There are anumber of traditional wet marketsin the Talinn metropolitan areaaswell asin regiond cities.
Most belong to municipdities. Ingenerd, they offer awiderange of productsat prices, which aredtractive
to low-income customers. Processed and fresh vegetables and fruits, confectionaries, bread products,
dairy products, fish, meat and poultry are sold at kiosk-type outlets in traditional markets. During the
summer, amogt al segments of the population prefer shopping at open air markets for fresh domestic
produce delivered by farmers. However, recent studies by the Estonian Market Research Ingtitute
(EMOR) showed a drop in the popularity of traditiona wet markets. The open-air market share in food
sdes has been reduced to 20 percent. Customers are increasingly shopping at grocery stores and
supermarkets and hypermarketswhere selectionsarelarger and hei ghtened competition haseither lowered
prices or kept them down. The wet market sector offers very limited opportunities for imported food
products from the U.S.

SECTION III. COMPETITION

Asof January 2000, the MFN Treatment Customs Duty Act imposed MFN rates on imported goods of
al countries which have not entered free trade agreements with Etonia, including the U.S. At present,
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exportsfrom the EU and countrieswhich are partiesto free trade agreementswith Estonia, are advantaged
by zero duties. The highest MFN duty rates stand at 25-33 percent for pork, 48 percent for poultry mest,
39 percent for sausages, 10 percent for chicken legs and wings, 59 percent for rye, and 40-45 percent for
barley and oats. Given the current trade flows, these MFN custom tariffs presently apply to about 15
percent of dl agricultural and food imports. Import tariff rates can be found at www.legaltext.ee/fen under
heading "M ost Favoured Nation CustomsDuty Act." Dutiesarenot levied on goodstransiting the Estonian
territory.

For anumber of basi ¢ food products, domestic production meetsthe mgjority of demand. Thetablebelow
contains consumption data for certain basic food products.

Estonian Food Market Value, 2001

Product Groups US$ Million
Red meat and poultry 170

Dairy products 170

Bakery products 100
Potatoes 40
Fatg/Oils 40

Soft drinks 45
FruitsBerries 34

Spices and condiments 14

Vegetables 86
Alcoholic bever ages 35
Sugar 20
Jams, honey, 33
confectionery

UNCLASSFIED Foreign Agricultural ServicelUSDA
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Fish 34

Total 830

Egtoniais anet importer of food and agricultural products (wood products excluded).

In 2001, food imports worth US$ 496 million exceeded the vaue of Estonia s exports, which
amounted to US$ 272 million (excluding wood). The most significant importsincluded beverages,
mest products, fresh and preserved fruits and vegetables, coffee, tea, cotton and animal feeds. Wood
product exports, which dominate Estonia’ s exports, totaled US$ 449.9 million in 2001. The EU
market is gradually opening up for Estonian food products as it adopts EU sanitary and

phytosanitary requirements and as the EU increases import quotas for Estonian products. 1n 2001,
the EU accounted for 27.5 percent of Estonia s food and agricultura products export, and 61 percent
of Estonia sfood imports. U.S. agriculturd exports to Etoniatotalled US$ 12.4 million. TheU.S.

is the second leading supplier of poultry to Estoniawith a 26 percent share of poultry imports for

its domestic market (5,973 MT). Other mgor U.S. exports were fish, dried fruit, nuts, cotton, fresh
and preserved fruits and vegetables, wines, and liquors. U.S. imports of Estonian agricultura

products amounted to US$ 6.7 millionin 2001. Chief U.S. agriculturd imports from Estonia
included wood products, beverages, frozen fish and fish preparations.

SECTION IV. BEST HIGH VALUE PRODUCT PROSPECTS

There are opportunities for dry, chilled and frozen processed products. Best prospectsinclude: candies,
marshmallows, snack foods, pasta preparations, muffins, baking chocol ate/chips, barbeque foods/sauces,
fresh fruits, vegetables, seafood, wine, graham crackers, nuts, wines, ready-prepared meals or quick-to-
prepare-dishes.

SECTION V. KEY CONTACTSAND FURTHER INFORMATION

State Veterinary and Food Board
VakePada3

Tdlinn 11415

ESTONIA

T: 372 638 0079

F. 372 6211441

Emal: vet@vet.agri.ee
www.vet.agri.ee

Plant Products Inspectorate
Teaduse 2

Saku Harjumaa 75501
Edonia

T: 372 671 2602

F: 372 671 2604

Emall: plant@plant.agri.ee
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www.plant.agri.ee

Chamber of Agriculture and Commerce
Vilmg 53b

10147 Tdlinn

Egtonia

T: 372 600 9349

F: 372 600 9350

www.epkk.ee

Estonian Enterprise Register
T: 372 6113841

F: 372 6460165

Emal: eer@eer.ee
WW\W.e€r.ee

Estonian Chamber of Commerce and Industry
Toom-Kooli 17

Tdlinn 10130

Esonia

T: 372 646 0244

F: 372 646 0245

www.koda.eg/english.html

Egtonian Investment Agency
Rooskrants Street 11
Tdlinn 10119

Egtonia

T: 372627 94 20

F. 372627 94 27
info@eaee

www.ela.ee

Estonian companies database

Vage Regiger

www.roland.ee

Association of Estonian Fruit and Vegetable Wholesders
Parnu mnt. 139¢-513

Tdlinn 11317

UNCLASSFIED
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EstoniaT: 372 50 66339
epkhl @anet.ee

Estonian Ingtitute of Economic Research
Ravda6

19080 Tdlinn

Egtonia

T: 372 646 6439

F: 372 645 4450

www.ki.ee

For including your product offersinto the Bdtics regiond "virtud tradefair” check site
http://www.food-fair.com

For generd questions about product import, please contact the loca FAS office in Riga, Latvia or the
regiona office of the U.S. Department of Agriculture, FAS a U.S. Embassy Stockholm, Sweden:

Foreign Agricultural Service Foreign Agricultura Service

U.S. Embassy Riga U.S. Embassy Stockholm
RanaBlvd. 7 Dag Hammarskjoldsvag 31

RigalL V1510 S-115 89 Stockholm

Lavia Sweden

Tel: 371 7036 212, 371 7036 200 Ted: +46 8 783 5390

Fax: 371 722 73 90, 371 7820047 Fax: +46 8 662 8495

Email: agriga@apollo.lv Emall: agstockholm@fas.usemb.se

TABLE A. KEY TRADE & DEMOGRAPHIC INFORMATION

Agricultural Imports From All Countries ($Mil) /U.S. Market Share 567/4
(percent)*/

Consumer Food Imports From All Countries ($Mil)/U.S. Market Share 297/2.7
(percent)*/
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Edible Fishery Imports From All Countries ($Mil)/U.S. Market Share 42.6/3.5
(percent)*/

Totd Population (Millions)/Annua Growth Rate (percent) 1.36/-0.8
Urban Population (Millions)/Annua Growth Rate (percent) 0.9/-0.8
Number of Mgor Metropolitan Areas 1

Size of the Middle Class (Millions)/Growth Rate (percent) 0.6/N/A
Per Capita Gross Domestic Product (U.S. Dollars) 3705
Unemployment Rate (percent) 13.7

Per Capita Food Expenditures (U.S. Dollars), year 546
Percent of Female Population Employed 48
Average Exchange Rate US$1 17 EEK

*[ 2001 Data from United Nations database
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